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Abstract

This research aims to 3 objectives: (1) To study the various personal factors that affect the
decision to purchase products from the luxury brand Chanel. (2) To study the various marketing
communication factors that affect the decision to purchase Chanel luxury brand products. (3) To
study the relationship between personal factors and marketing communication factors that affect
the decision to purchase Chanel luxury brand products. Data is currently being collected online from
consumers who had previously purchased the Chanel brand at least 1 time between 2021 - 2023,
totaling 400 consumers.

1. The various personal factors that affect the decision to purchase products from the luxury
brand Chanel include gender, age, and educational level. The majority of the sample were female.
Who is between the ages of 12 - 25 years (Gen Z) and has higher than a bachelor's degree level of
education. They will be the most important decision to buy products from the luxury brand Chanel.

2. All 4 aspects of marketing communication factors affect consumers' decision to purchase
Chanel luxury brand products, overall at a high level (X = 4.15), with the aspect having the highest
average value. Public relations (X = 4.21), followed by sales using employees (X = 4.19), advertising
(X = 4.21), and sales promotion (X = 4.09).

3. Personal factors and marketing communication factors have no relationship that affects the
decision to purchase luxury brand Chanel products, but luxury brands should prioritize engaging with
the Community of customers who appreciate the luxury brand experience. The Chanel luxury brand
is increasingly developing and communicating in line with each factor and appropriately capturing

the differences in each group of consumers.

Keywords: Marketing communications, Purchasing decisions, Luxury brand Chanel
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7 wusuismsiauesansianslimenadestuuianguiihminefiunginssunslitinfiuasunuag
otasailadlugatiagiu

2. iieAnuthdsmsiessmananaiiuanssiudenadanisdaduledaduduususvg Chanel

Yadomaiadosiiodearsnisnatnves n1sfinunided Usgneuds nmsnaiadiunislawan
msUsmndiug msdaaiunise warnselaglininmuiiuandatudsadenisiaduladedudn
LU Chanel fail

1. munIsleea

HafosrunsTawan wut fuslnadadulatoduduususvg Chanel :inmslavantinausdeya
duiitauuasidoiiaaiansaasuls mslawandugmsdvdnansiuaudn (nfluencer review)
nslaaniisunmuasdevniivhaulauasiagels uay nislawan vuiulsiuasiedetnedsauooulat

Wesnnnslavanduesesdionisnaiafianunsadeusouazdeaisnsidua (Brand contact) dniiangu
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Wmungladaau deunmsiuusuangalvgifonlinislavanimeyaianisandvihlinsduieyly

Tavasuilaaludududu o uasiiufernuuandneseninuusuaiuguds swinnsdnduladeluign

Y
(%

donmdadiiu Porpat (2020) inuiinislasan lnasensindulaeduriuiilondeuts lnedusing

TianuAaiuimunslasaniinadensindulageduinuinilaudeuthogluszduinn lnenslavaniiu

4 Ay o

dodsruoaulatl iudenguslnalvirudfey innidemdu o lnsmzdmavhigusinaninaueaula

uUDITUNSAnaUlaTe
2. MUMTUTEIFUNUS

L3

Tadumunisussanduiug wul duslnadndulageduamuusuang Chanel 31nNsInWaNwaInG

vad

Uwsgivla finnuindedio Wuiifleumaussma wazinsdenliiiidedsiilasumseensuseaulanin
Hundiwunes JsaenndosiuNaphawan (2016) find1nin mMsussadumius (Public Relations) unsas
unmseaalunsadieens (Message) vioidominaadiodngenduand tiludnadnsiinreuitvuas
naugndn TnensadeBessnuesuion Didhwenevdniioainsinuad mmndedie uasnmdnwaliidse
padnsviFe nanSlsiuas ey uenINissinwAudLSTIR ST heUT I UTTd LY dawde T

dldtv k%

donAdesfuThiraphat (2012) Awu Weasduminisadnanuideulomanuguilaauidussesaaiuiu

Y

=

dwaliuslonfnnssuiimarmuaranuunnienasauilunandy 9 Foiafniuainyssaunisn
nsliaudnene Wefuilnadandrenaud enudilatoluswianfiannsaifnuld

3. PNUNTANATUNTUY

Hadudunmsasaiunise nuh fuslnadadulodoauduusudug Chanel amnfinssuusefuaudn
paenegMsldan fRanssudaadunsmeiulanlmivazdriuinfgela fmsaisumdumsuaniudsy
I1ans TRanssuduaiuMsneRnsmLALieNs uariRnssduaiumseinusULUULEUlY Saiy
L"fluﬁﬁmmmwmmmmﬁ%’@ﬁﬁmﬁaLaua@mmﬁaéqgﬂaﬁLmsy (Extra Value or Incentives) dvSunansiou
Tifuntinauene idas e viefuilnetugeiie ielanunsonsesumsuelisiiu aenrdosfuNattida
(2020) wuh P wdTUSSEwINaYE s saatumsiaduladenarliusnslssnmeun ALy
poulav vesiojulumnnsammamuas Jahumsdugiunsnenguiegdimuddnfumsdafans
fimsmaloma viemaniasg o sgvathianemniian wandidiuh nsduaiunsedusniduegabs
wrsndudditenssduliiuslnaiaauaulaluiud wasuing ausedulate

4. sumslinineu

Hadedumsnelnglintgnamu wui fuslnadnauladeduduususivg Chanel mnniineuanedi

o a 1%

asungtoyauazuuninduAlan wiinsuvedanuunteieuasnsvaeuls wasndnauuieianuann

saa %

doutlauuaziiuyudduiusnfaenadasiuNarongphon & Patcharanthai (2018) lavinns@nw Jadedau
UszaunenisnaanasUadenuninnisiiusnisidmadennuseanstesinsesid musununiloaasves

Sniulnideunuszuueeulatvesfuilan Tuwangammumunasuasyuama Tusinugauninn1suinis
aunsinnuiule suenuilakaesuinnudeans dwadornusenisdesinseidiiusuniuuile
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Y 1 v a

d04 Jananlain nsldndnaueiianudAysenisdndulade WesnnausaliudnlagnAnseyin
fanuAwazauAIAgTlasowuTLANg Chanel AANUWANAAULUTUANIEY 9 1 WunsTieSue
wardoruuzinsaluasaninsaeuld dskiiulanisueiieed1aien Ingnmneninnunewusud
nydnlngaglasunisilndusunsuinisand dnwaznisdeansiuuissuiuasiinlagnan (Empathy)
ausapllidusinadnduladeuasiinanudssivlaseuusunlalussezend

3. iafAnwAnudunusvasladediuyrnanarladenisieansnmsnataidinasanisandula
aly a 1Y s
YaFUAMUTUANS Chanel

WU ANLdUTUSIEninetaduaiuyana Ao Uadudiuyana AUNA 818 81N SEAUNISANY
dnunn ela ilne Audadedeansnisnain fe dunislawan Aun1sUsEEUTus Aunsdaasy
n3e way unisueleglinineu dwasenisindulafedumuusuavg Chanel Tnsnmsu liidany
FuuSU @4 Purgat (2019) Anw1ised N15FA1INITNAIARIVAIINYLNBWRIUIINATIBUARR NMTIUTEY
= ¥ ! Y A A o av A | IS a a Y a Ao s
Wigutuuseina wud guslaanUssmanvinsidedearsiule@vaiiifeveunaniingUssaadiiunn
#9fiy UAULBIINdIUaRUAzTaNAN T UNARATIvToRUTUA luvagiuspudamddidavaniniiaue
Tngusen nsnguslamdlnydnduladedumiusuans Chanel 91adisnNvaeme daUsenaume
Uaduduyana wazladesunmsdearsmanainiunndeiu Sadiinanisfineinuinve 2 Yadelid
AnudTUSHoiuinIN wikusuAnAgoAiatsnnuduiusinettesiu iefineimuiwasdoanslv
donndesiuusasladouazidntisnnuwanaswasuilneaudaznguldogiuvugan danu wusuadnlu
4 o = = 3 A 1 v A Y oaf = ~ VY ¥ o = 1% 1
sosiliivesnuseneundmasenisinaulavesfuilnaivainvaty welvguilaalansevindeninuduen
UTIANNABIT18 WAz a3 NUsEaUNTAINATENIUTUANUANANUARNISNT UL T aTuALBUAL UL

Hou 91nnskasuAnuianelanunmuesdudi Wesnnuaddenuinguitegdnlnyiliauauls

v v a

Tuwusuding Chanel Wungudusing (Gen Y) Sethuuusus Chanel maslimanuddyfuimends annndi
mene Turiseny 12 - 25 U (Gen 2) wafuslnafiflsssunsfnugenintSyay e eidunisvene
Temansiinfanazairsnssuitenguidsanglus o luouan lnedenldthdvdoasnsnan dunis
Tawan msiumsiaueteyaduiidnauasideiiorimsaaoulsiuromadesslatsi q fidh
fald Fumsuszandusiug msiunmsaianmdnualiifinussila viliRemuidede funisds
wdunsne msdliiimssulssiuauiaanoignistinu msuimamdmisneiinseunguitsiiunis
gounenuaziasulsviuil maquailinnuazmniuguslnnogisgean sumslininnune mssjanig
pusHlaUsEavBamiuniinauee finmsesunedeyauazuuzihaumlsanm danuiideieuaznsi
aoulsl msimnuiiFesdumetinsuiiu lilansve Taelunsuimsifumsgumiloudunn
Swahlan leairesnsveniunazanuszivladeuusudliluszezon suviliiAnUszaunmsaliBsuan
flandnsentinfennuunnineseieuuTuivg Chanel funususngdu 1 todwmaliigninduunided

AnltusUIAM
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daiauauuzNIIY

1. WUUg Chanel msdeansiilev (Content) fundu Gen Z famzanzannniu mutesm
paulatl fosULUL Multifunction Ao nmasiiiovnauadunsydu sitendudu 4 fidemliunin

2. UM Chanel msatuayu vide ueuavisTiay Aungusmugn@fituey (Community) WU
3 Chanel snugiesnseoulat] uenileaniifleglifiuuntu 019 g micro -nfluencer s

msuwuulnsndndadiiieliianssiuasdunmsnszaetiasiiugnmiliasalalaensy

forauauuzdmiuniduasadaly

1. mafnwadsrelumslinisduntualiedn (in-depth Interview) naa Gen Z uwaw Gen Y laliilsl
Teyaidednsethionisindulatioduduusudug Chanel

2. mafinwadaely msduuansnuliamsazaaiioas|ddeyafinsuduuasdaunnty
979 nauvnenAwiensuu vsenguitwsnenale

3. M3fnwIATIelUAITAN WU TENBUNITUUTUANS LTBRNEENEULINKNITHOANTUDILUTUA
suidsans Welulsslevidsotinnmsnanuarnsuszsendldiuwusundu q lasely
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